Abstract. Marketers believe that they should treat generations X and Y as two different market segments, including when they offer a fashion product. Islam has strict laws regarding women's fashion: All women should cover their head and body using a veil or hijab regardless of their cohort or age. This study aims to examine the influence of cohort on hijab fashion-related attitude and consumption behaviour. The study finds no significant differences between generations X and Y in terms of dressing style, source of fashion knowledge, fashion motivation, fashion uniqueness, hijab fashion consciousness or social network site-related behaviour. The study also finds that the significant differences between generations X and Y in terms of hijab fashion consciousness are influenced by level of income and level of fashion expenditure.
Introduction
Currently, research reports mixed results regarding the impact of cohort on consumer behaviour. Some scholars have found that, to some extent, only very slight or no significant differences exist between generation X and generation Y consumer behaviour [1] . Some variables, such as marketrelated situations and level of economic development, moderate the relationship between cohort and consumer behaviour [1] . One study on Taiwan's generations X and Y found that despite the significant difference in compulsive buying tendency, no significant difference exists in terms of most money-related attitudes between those cohorts [2] .
However, most marketers who target generation Y highly trust that the Y generation is dissimilar in many ways (e.g., attitude towards advertising, purchasing behaviour, and shopping involvement) from generation X or the baby boomers [3] - [5] . Previous studies show that generation Y tends to be less brand loyal, less risk averse, more hedonist, more connected to the internet, with a more extravagant lifestyle and different media preferences than generation X [3] , [6] , [7] . In the context of fashion products, generation Y tends to have higher frequency of purchase, fashion fanship, attitude and impulse buying than other cohorts [8] .
Related to the fashion issue, Islam has its own special rules on what kind of fashion Muslim women should wear, regardless of their age or cohort. Under Islamic law, all Islamic women should wear a veil or hijab [9] . To date, almost no studies have examined the influence of age or cohort on fashion product-related consumption. The current study aims to examine the impact of cohort, especially between generation X and generation Y fashion-related attitude and behaviour.
Literature Review

Generational Cohort Theory
According to generational cohort theory, significant historical events and societal changes influence individuals' values, attitudes, beliefs and disposition [10] . Currently, mixed results have been reported regarding the impact of cohort on consumer values, attitudes, beliefs and behaviour. Some scholars have found no significant influence on attitude and behaviour in different cohorts [2] , while others have found that cohort plays significant role in consumer attitude and behaviour [3] , [6] , [7] .
Hijab Consumption
One current study in the context of hijab consumption found that dressing style, source of fashion knowledge, fashion motivation, fashion uniqueness and fashion consciousness play significant roles in Muslim women's hijab consumption [11] .
From the Islamic perspective, the dress code for Muslim women is part of Islamic teaching regardless of the cohort or age. 
"O Prophet! Tell your wives and your daughters and the women of the believers to draw their cloaks (veils
Method
Data are collected via an online survey of 392 Muslim women who wear hijab. The questionnaire addresses dressing style, source of fashion knowledge, fashion motivation and fashion uniqueness [11] . All the variables are measured using a 5-point Likert scale with statements anchored by "strongly disagree" (1) and "strongly agree" (5).
Descriptive analysis
Based on the online survey (see Table 1 ), most of the respondents were generation Y (88.8.67%), working as a student (76.7%), with an income of IDR 600.000-1.000.000 (93%) and fashion expenditure less than IDR 500.000 (75%). 
Comparison of mean across generations and demographic variables
Independent t-tests were utilised to test for any significant difference between generation X and generation Y in terms of dressing style, source of fashion knowledge, fashion motivation, fashion uniqueness, hijab fashion consciousness and social network site-related behaviour. The results show no significant differences between generations X and Y (Table 2 ) in all fashion-related attitudes and behaviour (Sig >0.05) except for social network site-related behaviour (Sig=0.00). 
Summary
The study shows that in the context of hijab consumption by Muslim women, the cohort does not play a significant role. However, the study also shows the probability that several other variables, such as religiosity, might play a role in the relationship regardless of the cohort. In addition, the study reveals that income and expenditure significantly influence hijab fashion consumption.
